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IRS Voluntary Disclosure Program
How to Help Clients Avoid Criminal Tax Prosecution and Reduce Penalities
José I. Marrero, a partner in the Advisory Services Division of Rachlin Cohen & Holtz
(http://www.rachlin.com) and an enrolled agent, offers the following advice regarding the
Internal Revenue Service (IRS) program that allows individuals to voluntarily disclose situations
which may be considered attempts to evade taxes and, by doing so, avoid criminal prosecution.
employees receiving bonuses. Additionally, the
he IRS voluntary disclosure program
client saved in excess of $400,000 in taxes,
has helped people avoid prosecution
penalties, and interest as compared with the
for possible tax evasion and reduce
original potential deficiency computed.
taxes, penalties, and interest. The
following paragraphs summarize examples of
such outcomes.
Income taxes
During divorce proceedings, while preparing
financial statements for the courts, one or both
Employment taxes
spouses may be aware of unreported income or
The definition of a “responsible” person is the
false deductions related to previously filed fed
determining factor for assessing taxes and
eral income tax returns that must be reflected on
penalties, as well as potentially subjecting a
the financial statements. This situation, if not
person to criminal prosecution. The courts
handled properly, could expose the client to
have made it clear that any person, regardless
criminal prosecution and severe civil or criminal
of corporate title, may be held liable for
fraud penalties. The following two examples
unpaid employment taxes if the person knew
illustrate the potential positive impact of a vol
or should have known that the employment
untary disclosure in resolving a significant
taxes were unpaid and had a connection with
income tax problem:
the corporation to affect a decision on the pay
• In a divorce wherein corporate income
ment of the taxes.
was diverted to purchase assets in a for
The following example relates to unpaid
eign country through the use of nominees,
employment taxes from year-end bonuses. It
voluntary disclosure resulted in a no-pros
illustrates how taking advantage of the volun
ecution recommendation and hundreds of
tary disclosure program can help resolve a sig
thousands of dollars in reduced penalties
nificant employment tax problem:
and interest.
A review and analysis of the information
• Repatriation of millions of dollars in
resulted in eliminating periods because of statute
previously untaxed income was secreted
expiration issues; negotiating withholding
offshore over many years. The client
amounts due; and eliminating potential criminal
wished to return to the United States
investigation regarding unreported income for all
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the information disclosed.
The following are examples of financial or tax infor
mation that could unwittingly lead to a criminal tax
investigation once disclosed during civil litigation:
• Filed tax returns that are inconsistent with
known financial records, such as bank state
ments, brokerage statements, property records,
or court testimony
• Failure to disclose an ownership in a foreign
account on a tax return
• Tax returns submitted with loan documents that
are inconsistent with filed tax returns
• Financial statements in support of a civil suit
that are inconsistent with filed tax returns
• Filing of amended returns without availing one
self of the voluntary disclosure program
Examples of situations that could prevent a valid vol
untary disclosure include the following:
• Income is from an illegal source.
Timeliness of disclosure
Additionally, a voluntary disclosure is considered
• A client who wishes to remain anonymous wants
timely if it is received prior to the following events:
to resolve his or her tax liability. This is not a
1. The IRS has initiated a civil examination or
voluntary disclosure until the identity of the tax
criminal investigation of the taxpayer or has notified
payer is disclosed.
the taxpayer that it intends to do so.
• A client is under grand jury investigation.
2. The IRS has received information from a third
• A client who is not currently under civil or crimi
party (for example, an informant, another govern
nal investigation makes a disclosure of omitted
ment agency, or the media) alerting the IRS to the
gross receipts from a partnership, but the client’s
specific taxpayer’s noncompliance.
partner is already under investigation for omitted
3. The IRS has initiated a civil examination or
income skimmed from the partnership. This often
criminal investigation that is directly related to the
occurs when business associates are in a legal dis
specific liability of the taxpayer.
pute regarding the true value of the business.
Frequently, the “timeliness” and “full disclosure
• A client who is not currently under civil or crim
issues” become major stumbling blocks. Too often the
inal investigation makes a disclosure of omitted
client does not move to resolve potential tax issues
constructive dividends received from a corpora
before proceeding with other legal actions. Once the
tion which is currently under examination.
cat is out of the bag, the IRS can—and often does—
• A client is under investigation for potential Bank
receive and analyze legal filings in matters regarding
Secrecy Act violations.
divorces, bankruptcies, civil suits regarding damage
Understanding the policies and procedures that the
claims and disputes among parties, sales of assets and IRS will and can follow is key. For example, making
business enterprises, or simply any situation where sure that potential tax issues are timely and adequately
financial information becomes public knowledge. An addressed before, during, and after the filing of
early review and analysis of any financial and related required financial statements in divorce proceedings
tax issue in these situations could save a client from an will ensure being able to avail the client of the possi
expensive criminal investigation, potential prosecu ble benefits of the voluntary disclosure program. The
tion, and additional taxes, penalties, and interest. The tax professional can possibly assist the client in avoid
determinative factor is not the amount of tax due and ing potential criminal tax prosecution and negotiating
owed, but rather, the timeliness and truthfulness of abatement of penalties or interest.
continuedfrom page 1

and use the funds. An agreement was obtained
not to recommend prosecution and to limit the
reporting and paying of tax on the untaxed
monies to the immediately preceding six years.
Clearly the penalties and potential criminal expo
sure can be quite severe. Although a voluntary dis
closure will not automatically guarantee immunity
from prosecution, it may often be the only opportu
nity many clients have to avoid a prosecution
recommendation. To qualify for consideration, the
client/taxpayer’s communication must be truthful,
timely, and complete. In addition, there must be a
demonstrated willingness to cooperate to determine
the correct tax liability, and good faith arrangements
must be made with the IRS to pay in full all taxes,
interest, and penalties determined to be applicable.
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A Bias Against Selling Can Kill Success
any people think that salespeople are probably the least trusted of all professionals.
the lowest of the low—unprincipled
people who trick their victims into 2. Understand and accept the need for
parting with their money. Everyone selling.
In the
context of all those negative feelings, there’s an
knows the stereotype of the used car salesman:
pushy,
loud, aggressive, deceptive, won’t-take-no-for-an- inescapable fact: For most of us, being successful
answer—a “gross” person. No one wants to be that sort requires some selling. Succeeding as an entrepreneur
of person, but many people mistakenly assume that or a business owner, as an accountant or a consultant,
or as a banker, hotelier, or even as a scientist, requires
such behavior is necessary for selling success.
What’s often true is this: Many people hate sell finding clients. Once found, we have to develop ongo
ing and sellers so much that they can’t grow their ing revenue streams from some of these clients, or
we’ll have to constantly seek out
own incomes! They don’t trust
By Lenann McGookey Gardner
new clients for our businesses or
anyone who might have something
to sell because they expect that person to lie in practices to be viable. It’s true: Finding clients equals
order to sell it. However, professional service selling. Developing additional business with estab
providers need to reconcile that attitude with the lished clients equals more selling.
fact that to be successful and to move their careers
3. Clean up your attitude.
forward, they have to be able to do some selling.
Any bias a person has against selling will limit Selling is a discipline, a body of knowledge, something
his or her success and, usually, the bias is com that can be learned. We can remove the emotional
aspect by replacing the image of the stereotypical
pletely unnecessary.
Today’s successful sellers understand that the foun used car salesman with an image of a helpful, con
dation of professional selling efforts (as opposed to the cerned, human being. That picture is more likely an
“Do you want fries with that?” type of selling) is trust, accurate image of today’s successful rainmaker.
Selling is just a way of influencing and structuring
and they know how to create an atmosphere in which
trust can grow. Such an atmosphere has nothing to conversations to uncover ways in which the profes
sional might help prospective clients by making them
do with the “pushy salesman” stereotype.
All of the selling methods, tools, and approaches aware of the opportunity being presented to them.
in the world won’t help a professional with a bias Then the prospective client can decide whether they’d
against selling. The following five steps can help a like to take advantage of that opportunity. That’s it!
professional to overcome a bias and become a suc No pushing, no convincing, no persuading—people
hate that. They will persuade themselves. The profes
cessful salesperson:
sional’s job is simply to be sure his or her conversation
1. Understand where your bias against with prospective clients goes on long enough for them to see
selling comes from.
accurately the opportunity being presented to them so
Studies have shown that Americans receive between that they can decide whether or not to take advantage
3,000 and 7,000 promotional, marketing, or adver of that opportunity.
tising messages every day. From TV and radio ads,
newspapers, magazines, billboards, words on the 4. Learn how to sell without manipulating.
sides of buses, junk mail, and junk e-mail, to the The problem is usually that well-intentioned, kind
wrappings on products we buy (if not on the prod people, when called upon to sell, somehow “flip the
ucts themselves—think of the Nike “swoosh”), we switch” into “sales mode”—smiling ingratiatingly,
pursuing their own agenda, subtly or not-so-subtly
are inundated with efforts to sell us something.
Furthermore, many of us have been burned by pushing for a sale. They’re so wrapped up in their
offers that sounded too good to be true, and were. expectations and goals for the conversation that the
People want to believe the offers (but hate them prospective client can barely get a word in.
selves for it), and therefore, spend their hard-earned
What’s a better approach? The seller needs to be
money, only to be taken. Many people, after having clear on the objective of any meeting with a
blown off 99 of 100 telemarketers, accept the final prospective client—what has to happen for him or
offer, and end up being taken advantage of. Sales her to feel that the conversation has been successful.
people promise things and not only fail to deliver Then, the seller focuses attention on the prospective
what was promised, but also sometimes just disappear client, hears him or her out, and offers to help.
in the process! In the eyes of many, salespeople are

M
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Services, a new book covering the highlights of all the latest sales-

5. Think MORAL
Too often, thanks in part to stereotypical media
images of salespeople, we think of selling as unprinci
pled, relentless, even spirit-killing work. It’s not.
Salespeople can put themselves on a higher plane—a
better place from which to operate and feel good
about themselves—by finding the people who can
benefit from an offer, making them aware of the bene
fits, and offering to help, while always being more
concerned for the client’s welfare than for the profit
sharing, commission, or bonus.
Although there will always be the “pushy car
salesman” stereotype, it doesn’t have to be consid
ered the “standard” for the professional seller.
Successful salespeople should exhibit care, concern,
and provide a higher level of service. To rid yourself
of negative attitudes toward selling, recognize
opportunities to grow your business and succeed by
becoming good at selling.

Harvard MBA, Lenann is a winner of the American Marketing

related research and writings, published by Jarndyce & Jarndyce. A

Lenann Gardner is a sales consultant and author of Got Sales? The

Association's Professional Services "Marketer of the Year" award. For

more information, contact Lenann at Lenann@YouCanSell.com or at
505.828.1788.

Distinguishing Between
Marketing and Selling
"The existence of marketers in firms has not addressed
all of the selling issues faced by CPAs," says Melinda
Guillemette, a marketing consultant (http://www.meHn
damarkets.com). "Good marketers are skilled at helping
professionals find, create, and sustain relationships,
and with helping firms communicate their messages
clearly and consistently. Selling, however, is at least in
part about closing, about asking for the business. CPAs
often want to subcontract the job of selling (and mar
keting, for that matter) to someone else, but they very
often misunderstand the difference between marketing
and selling. The way I put it to my clients is this:
Marketing creates the opportunities for sales to occur."

Complete Guide to Today’s Proven Methods for Selling

The Venture Capital Business: Much
More Difficult Than It Looks
The following article offers guidance to CPA
firms and their clients on navigating the shoals
of starting up and operating venture capital
firms.

1. Identify as many as 50 investors. By today’s
standards, the VC fund should be at least $50 million
to make economic sense. A typical VC fund requires a
2 percent management fee from which to operate the
office, including paying seasoned professionals who
practice accounting in a town that is home to are capable of identifying investment opportunities.
many venture capital (VC) firms. There seem to Staffing with competent help, properly equipping an
be two groups in my community: those who are office, and operating the office can easily cost $1 mil
venture capitalists, and those who want to be. To lion a year.
the latter I say, “Be careful what you wish for.” VC has 2. Identify parties willing to invest a minimum
the allure of prestige and glamour. Some of this is of $1 million. Although there are funds that accept
merited, but, as in most businesses, for every success less than $1 million as a minimum investment, VC
story, there are numerous failures. However, unlike funds do not want too many investors. At the same
most businesses where the business By Michael Brocks, CPA time, investors who are committing $ 1
million or more expect a prompt
owner largely controls the outcomes,
venture capitalists have very little control over the response, and rightfully so. Furthermore, VC funds
businesses in which they’ve invested. As one VC have found that the time requirement to service an
investor is inverse to the amount invested. The
acquaintance told me, “Control is an illusion.”
Operating a successful VC fund looks easy. It is smaller investor is typically more demanding and
not; VC involves two tasks, neither of which is easy: thus requires much more time than a larger investor.
3. Identify investors with independentjudgment.
raising the funds and providing an attractive return
The investors must be willing to ignore the advice of
to the investors.
Raising the funds is very difficult because what bankers and other financial advisors, when appropri
is being asked of the investor is enormously risky. ate. There is significant competition for investors’
funds, not only from other VC funds but also from
The VC firm must do the following:
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banks and insurance companies, many of which
have more capital and a longer history of returns.
4. Identify investors willing to wait seven to ten
years for any return on investment. VC funds gen
erally have a ten year life: They spend the first three
to five years investing and the balance of their lives
exiting (discussed below). Investors have to be will
ing to wait seven to ten years before they see any
return on their investment.
5. Identify investors willing (if there is no
other way to exit an investment) to hold very
small interests in nonpublic companies.

Expectations and outcomes
After raising the funds, the VC fund must find a way
to provide an attractive return to investors. This is
much more difficult than it appears. Consider the
following expectations and possibilities.
Investors expect returns of between 10 percent
and 15 percent above what they could expect from
the S&P 500. Therefore, the fund has to expect a
2 5 percent return per year.
There are going to be failures. Studies have indi
cated that almost 40 percent of all VC investments
turn out to be losses or minimally profitable. That
means the VC fund has to expect a return of over 40
percent per year from the investments that are prof
itable. If, for example, the VC invests $1 million in a
company and then has to exit the investment in five
years while returning 40 percent per year, the VC

fund must get $5 million out of its $1 million initial
investment. Not many investments return five times
the initial investment in five years. However, a VC
fund has to earn returns like the above on all of its
profitable deals. This is a daunting task.
Exiting is not easy. There are four methods for
exiting an investment. Two are good, and two are
not so good. An initial public offering (IPO) or an
acquisition are favorable outcomes. The two other
exit scenarios are less favorable, but very common:
The business fails before the term of the fund, or
the investment remains private with shares distrib
uted to the investors.
Ideally, the investment has an IPO or is acquired,
and the investors reap a windfall. Although acquisi
tions remain steady, in recent years, the number of
IPOs has dropped drastically. Years ago, an IPO was
the most common exit plan. Now, thanks in large
part to the expense of complying with the 2002
Sarbanes-Oxley Act, VCs no longer can count on an
IPO as a realistic exit. Practically speaking, there is
one good exit strategy, and that is acquisition.
VC has the outward appearance of being an easy
business but, in fact, it is quite the contrary.
Michael Brocks is a CPA and a Senior Member of the American
Society of Appraisers. His firm, Michael Brocks and Company, are
accountants

and business appraisers

located in

Sewickley,

Pennsylvania. He can be reached at mbrocks@michaelbrocks.com or
www.michaelbrocks.com.

Men and Women Business Owners:
Almost Alike in Selling Their
Companies
CPA firms and their clients are well aware of
the expected turnover of companies as their owners
seek a transition to new opportunities or circum
stances. The following article describes the find
ings of two studies which provide practitioners
with some insights into the probable preparedness,
goals, and expectations of their current clients—
and prospective clients—for these transitions.
Wmen business owners are as likely
o
as men owners to have a long-term
strategy for selling, handing down,
or closing their businesses. This
conclusion “busts the myth” that women are not as
prepared as men to exit their companies, according to
the October 2006 study by the Center for Women’s
Business Research, underwritten by the MassMutual

Financial Group. The national survey, Exit Strategies
of Women and Men Business Owners, targeted women
and men owners whose businesses were at least five
years old and had grossed $1 million or more in rev
enues in the previous year.
However, a subsequent study conducted by the
Center and sponsored by MassMutual concludes
“that most women and men business owners do
not have any exit strategy.” The consequence of
lacking a strategy, unsurprisingly, is that “when
times got hard, those without a plan . . . were more
likely to close their business or settle for less than
optimum returns,” said Margaret A. Smith, chair
of the Center.
The follow-up study, Exiting Your Business:
Serendipity or Strategy, was released in October 2007.
This study included in-depth interviews of several

continued on next page
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women whose businesses generated $4 million or
more annually in revenues. The women interviewed
who did not have an exit plan couldn’t act quickly
when markets changed. Consequently, they lost the
option of selling and had to close their doors. Of
those who were able to sell, the most satisfied had set
clear goals and parameters, which helped them to
position their companies and choose strategies.
Although the earlier study found that women were
as likely as men to have a long-term exit strategy, the
majority (67 percent) of women and men surveyed
had no sales plan in writing, and a significant number
(43 percent) had not had a formal valuation of their
businesses. “Contrary to common perception,” how
ever, “the vast majority of women business owners (83
percent) have a long-term exit strategy,” said Marjorie
Alfus, immediate past chair, Center for Women’s
Business Research. Further, women are like men in
ranking price as the most important factor when
deciding to sell their business (85 percent).”

Three important differences
The study also found that women owners differ from
their male counterparts in three important ways:
1. Women and men business owners are equally
motivated by the profitability of a sale. However,
women are much more likely to consider the impact
of the sale on their employees.
2. Although women who previously owned busi
nesses are well-prepared to sell their businesses, firsttime women business owners typically are less so.
There is no such difference among men.
3. Women business owners are nearly twice as
likely as men business owners to intend to pass the
business on to a daughter or daughters (37 percent
vs. 19 percent).
Women business owners also were more concerned
than men business owners about the buyer’s identity,
personality, and background (72 percent vs. 39 per

cent); as well as the buyer’s plans for the business
(79 percent vs. 52 percent), and plans for current
employees (86 percent vs. 61 percent). “Given that
women are more likely to create a business than to
take over an existing one, they likely have a greater
sense of responsibility about their people’s future
and the company’s continued success,” explained
Susan W. Sweetser, second vice president, special
ized markets, MassMutual.

The impact of prior ownership
Another big difference is that women business owners
who have owned a previous business are more likely to
plan to sell than women who have not (47 percent vs.
36 percent).
“It’s clear that as first-time women owners grow
their businesses, we need to support them more
actively with mentoring and with guidance from expe
rienced financial services professionals,” said Sweetser.
“In fact, all owners would benefit from such help.”
Women owners were as likely as men business
owners to plan on selling their business (39 percent),
pass on the business to family members (21 percent),
or close the business (4 percent).
“Although more than three quarters (79 percent)
of women business owners who intend to sell their
businesses plan to retire, nearly a quarter (22 per
cent) plan to own a new business in the future,” said
Marjorie Alfus. “This is consistent with the emerg
ing trend we are seeing of women in their fifties
launching new businesses after a successful entrepre
neurial or corporate career. These women represent
a flourishing and unrecognized new market for
financial services professionals.”
The full reports can be purchased from the Center
for Women’s Business Research, 1411 K Street,
NW, Suite 1350, Washington, DC 20005-3407.
Phone: 202-638-3060, ext. 710. Email: info@womens
businessresearch.org; website: http://www.womensbusi
nessresearch.org.

CPA2Biz Announces Small-Business
Survey Results
Key topics discussed at small business conference

Success,” which was held in Providence, RI at The
Westin Providence on November 13th and 14th of this
n October, CPA2Biz, Inc., the marketing and year. The conference gathered together CPAs and
technology services subsidiary of the AICPA, small business owners to discuss strategic planning,
surveyed 500 small businesses and CPAs for a human resources management, employee hiring,
small business survey. Most respondents have access to capital, succession planning, operations man
fewer than 15 employees and $2 million in annual
agement, and more.
revenues. The survey results were a key topic at the
As the survey revealed, the number one
conference “Key Strategies for Driving Business issue facing small business is “ensuring adequate

I
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Update
Technical Complexity
and Staffing Lead 2007
PCPS Top MAP Issues
echnical complexity
T
and staffing concerns
are among the top
practice management
issues, based on the results of
the 2007 PCPS Top MAP Issues
Survey, which asks small prac
titioners about their toughest
challenges. PCPS this year de
cided not to issue an overall Top
MAP Issues list because averag
ing the answers from many dif
ferent types of firms does not
necessarily accurately reflect the
concerns of each segment. In
stead, PCPS is releasing five sep
arate Top MAP Issues lists that
cover the views of CPAs who are
sole practitioners and those in
firms with two to five profes
sionals, six to ten professionals,
11 to 20 professionals, and 21 or
more professionals.
Among sole practitioners, tax
complexity and concerns about
standards and technology lead
the list, with work/life balance
as another important issue.
Finding qualified staff at all lev
els is the most critical concern
for all other firms, while reten
tion—a separate issue—grows
more important as firm size
increases. Keeping up with new
regulations and standards is the
#2 issue for all firms with up
to 20 professionals. Succession
planning is a major concern for
all firms with six or more profes
sionals, and developing new
partners appears on the list for
firms with 11 or more profes
sionals. For practices with 21 or
more professionals, all the issues
revolve around human capital
concerns. You can find more

information on the PCPS Firm
Practice Center website at http://
pcps.aicpa. org/Resources/Firm +
Practice + Management/ PCPS +
Map + Top + Issues + Survey.htm.

PCPS Practice
Management Forums
lPan now to participate
in the last in our series
of free, online PCPS
Practice Management
Forums before we take a break
for the busy season. The topic
will be “The Small Firm Ad
vantage,” given by Jim Metzler,
AICPA vice president for small
firm interests, on January 22,
2008. This live, interactive
PowerPoint-based presentation
will take place from 2PM to
3:30PM ET. Members will re
ceive an e-mail announcement
on how to register.

PCPS Member Discount
for Practitioners
Symposium
ark your calendars
now for the 2008

M

Koltin, Gary Boomer, Bill Reeb,
Roman Kepczyk, Jennifer Wilson,
Duane Rehyl, Gale Crossley,
Joseph Buckley, and Jim Hitchner.
For more information, go on
line to the CPA2Biz website
at http:llwww. cpa2biz. com/AST/
Main/CPA2BIZ-Primary/Practice
Management/Marketing/PRDOVR
~PC-PS/PC-PS.jsp.

PCPS Publications Win
Top Honors
eSveral publications cre
ated for PCPS members
have won prestigious
awards. PCPS won four
awards at the 2007 MarCom
Awards, given by the Association
of Marketing & Communication
Professionals. The PCPS Top
Talent Study booklet, which
describes the results of a land
mark PCPS survey of the atti
tudes and expectations of highperforming staff members, won a
Platinum award—the highest
possible honor—in the Brochure/
Pamphlet category. PCPS also
won two Gold awards in the

AICPA Practitioners
Symposium, which Writing/Brochure category for
Small
will take place in Las its
Vegas
MayFirm Advantage pro
motional
brochures designed to
5—7, 2008, at Caesar’s Palace,
help
advance
members’ recruiting
with special preconference work
and
marketing
efforts. Finally,
shops on May 4, 2008. PCPS
PCPS
won
an
Honorable
Mention
members receive a discount on
in
the
Writing/Newsletter
cate
registration in addition to a super
gory
for
the
TIC
Alert,
a
publi

early bird discount for those who
cation
of
the
PCPS
Technical
sign up before the end of the
year. PCPS members can also Issues Committee. The PCPS
enjoy a special gala reception on Small Firm Advantage market
Tuesday evening, as well as a ing and recruiting brochures
PCPS Small Firm Roundtable also recently won a Silver Award
lunch and additional optional in the 2007 Spotlight Awards
workshops on Sunday. This con Brochure category from the
ference will include nationally League of American Communi
known speakers such as Alan cations Professionals.
This publication has not been approved, disapproved, or otherwise
acted upon by any senior technical committees of, and does not rep
resent an official position of, the American Institute of Certified
Public Accountants. It is distributed with the understanding that
the contributing authors and editors, and the publisher, are not ren
dering legal, accounting, or other professional services in this publi
cation. The views expressed are those of the authors and not the
publisher. If legal advice or other expert assistance is required, the
services of a competent professional should be sought.
January 2008
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cash flow from operations,” according to 83 percent
of survey respondents. “I wasn’t surprised to see cash
flow management at the top of the list,” said Bill
Reeb, CPA and chair of the Small Business
Conference Program. “But I was surprised by how
few small business owners are leveraging tools to get
a better handle on it.”

Lack of metrics
Based on the survey results, it appears to CPA2Biz
that most small businesses are not leveraging busi
ness metrics to make better management decisions.
For example, 51 percent of those surveyed say they
don’t use budgets or forecasts to help manage their
businesses, and 32 percent say they don’t have

specific metrics in place to monitor performance on a
daily or weekly basis. Only 17 percent agreed that
daily or weekly metrics are as important to them as
their financial statements.
Another key survey finding had only 21 percent
of participants measuring their return on investment
of advertising and promotional dollars; and only 11
percent stated that they regularly monitor nonfinan
cial indicators, such as customer support calls and
visits to the company website, to further evaluate
business performance.
“Clearly, based on the survey, these small business
owners are not taking advantage of simple tools that
would help them better manage their profitability
and performance,” said Reeb. “This will be one of the
key areas we focus on....”

A Reminder
New AICPA Business Valuation Standard in effect January 1, 2008.
The Statement on Standards for Valuation Services No. 1 (SSVS No. 1), Valuation of a Business, Business
Ownership Interest, Security, or Intangible Asset, (AICPA, Professional Standards, vol. 2, VS sec. 100) is effective
for business valuation engagements accepted by members after January 1, 2008.
You can download a copy of the Statement on Standards for Valuation Services No. 1, Valuation of a
Business, Business Ownership Interest, Security, or Intangible Asset at: http://bvfls.aicpa.org/Resources/Laws+Rules+
Standards+and+Other+Related+Guidance/AICPA+Valuation+Standard+and+Implementation +Toolkit.htm
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